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Abstract 
 
The purpose of this paper is to investigate a relatively new employer branding 
approach and how it can be applied to a particular company – GAN Integrity Solutions. 
Mentioned first in the mid – 1990s, employer branding is the approach which seeks to 
develop image of the company as “a nice place to work” and attract potential talents. It 
is worth to investigate it due to current situation in the markets: high competition 
between companies, shortage of key skills, information (good or bad about the 
company) dissemination opportunities.  
  In order to understand how employer branding could be applied to the 
mentioned company, comparative case study and survey were done. The researcher 
investigated how employer branding works in the real life and what are the expectations 
about the future workplace. 
Findings of the research prove that employer branding is a useful tool in 
attracting desired work force. It can be beneficial in increasing awareness about the 
company and managing employer image internally and externally.  
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1. Introduction 
 
 GAN Integrity Solutions is an IT solution company founded in 2004 in 
Denmark. GAN is one of the many small and medium-size companies that face the 
skilled labour shortage in the country and is forced to fiercely compete for the few 
talented people. The company is taken as an example in this research paper to highlight 
the relevance of employer branding and understand its benefits for the attraction, 
retention, motivation and enhanced commitment of the employees.  
 Niels Kristiansen, CEO of GAN Integrity Solutions, decided to share with the 
researches of this paper the situation of his company and obtain important input that can 
help him to be more effective in talent attraction. The idea of working together in the 
development of this project emerged when it was acknowledged that there were other 
companies in the sector doing much better despite not very promising circumstances.   
1.1 Factors affecting Denmark’s labor shortage 
 
 Denmark faces a skills shortage because of the combination of full employment, 
an ageing population, tight restrictions on immigration and a tendency for the 
unemployed to prefer living on benefit rather than move or retrain to find work 
(Anderson, 2008). Denmark is often referred to as a flexicurity case due to the 
combination of flexible hiring and firing rules as well as a generous social safety net. 
The country has also a set of active labour market policies attaching conditions to the 
claiming of unemployment and social benefits, and programs to enhance qualifications 
and thus job finding chances for jobless (Andersen, 2012). 
 In a flexicurity labour market with flexible firing rules it is to be expected that 
output declines have a large immediate effect on employment. “Since it is easy to shed 
labour it is an immediate implication that employment should be more responsive to 
output reductions, and in this way the model should be more vulnerable to negative 
output shocks” (Andersen, 2012). 
 About the aging Danish population, Denmark Statistics show that the average 
Dane is 41 years old and the economically active population is calculated as those 
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within the 20- 59 age group, which result in a dependency ratio of 0.93 for 2015. This 
implies that for every 100 economically active individuals, 93 persons need support. On 
the basis of the projections on population development in 2014, the demographic 
dependency ratio will increase to 0.93 in 2020 and reach 1.06 in 2030 (Statistics 
Denmark, 2015), which means there will be less people able to work and more people 
who will need a support in the near future.  
 Finally, the labor shortage specifically in the technological sector could be 
explained for the limited number of students enrolled in the academic programs that aim 
at direct entry to those labor markets  (Ministry of Higher Education and Science, 
2015). According with Nordic Statistics, in Denmark between 1999 and 2008, the 
average of upper and post-secondary non tertiary students (ISCED 3+4) graduated from 
studies in natural science, mathematics and -computing has dropped from 10.170 to 270 
between 2009 and 2014. This means a decrease of 97% of the number of high school 
students and vocational programs students interested in these fields (UNESCO Institute 
for Statistics, 2012).  
 Some of the answers that experts give to fight against the country’s labor 
shortage are that Denmark has to reduce its income taxes, suppress early retirement, and 
reduce the period of unemployment insurance, which currently runs for four years. 
However the only one that has recently been considered is the increase in taxes. On the 
other hand, while experts suggest opening Denmark’s borders to non EU citizens, the 
national government opts for integration to the labor force of the current foreigners in 
the country (Liebig, 2007). 
 Employer branding is thus proposed in this project paper as an alternative to 
medium and small companies in the IT sector in Denmark because of the lack of 
governmental reforms that increase labour force in the short and long term in these areas 
(Levring, 2015). The alliance of Microsoft, Siemens and the Confederation of Danish 
Industry aiming to fill jobs by encouraging students to study engineering and science, 
and prioritizing research in technology is an example of the initiatives that companies 
have started to do in order to not suffer from the shortage in the industry. Nonetheless, 
companies like GAN Integrity Solutions require more focused strategies that the 
researches of this paper will like to propose. 
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2. Problem Area  
 
 According to Mosley (2015), different surveys show that in 2014, 36% of global 
employers reported talent shortages, and in a more recent 2015 survey, 73% of CEOs 
reported being concerned about the availability of key skills. This situation in the labour 
market leads to a high competition between employers by finding and keeping talents. 
In Denmark the situation is not different, the Danish Agency for Labour Market and 
Recruitment issued an updated version in July 2015 of “The positive list”, which 
consists of a number of professions currently experiencing a shortage of qualified 
professionals in the country. This list mentions seven most wanted professional fields 
including engineering and IT/telecommunication (The Danish Agency for Labour 
Market and Recruitment, 2015). The employment database GoinGlobal explains the 
talent shortages in Denmark and assures that by 2020 the country will need 14.000 
engineers. As for the IT professionals, the web portal mentions that both experienced 
software developers and recent graduates are currently needed (Thompson, 2013).  
 Although technical courses are offered at other schools, Denmark has few pure 
technical university like for example DTU, contributing to overall low levels of 
graduates with scientific, technical and engineering degrees. In addition, the education 
system at all levels has tended to stress humanities rather than more technical fields 
(OECD, 2004). For this reason, we decided to corroborate such findings with four 
different companies within the IT and engineering sector and found that most of them 
were struggling at finding talented employees. We also found that the only one that was 
doing well was working in both internal and external branding to retain and attract 
employees. 
 The mentioned company is Rise Digital, and it was using employer branding 
without realizing it. Employer branding is an organization's reputation as an employer 
and therefore is an important method helping companies in this competition of talent 
hunting  (Barrow & Mosley, 1996). The term employer branding was first used in the 
early 1990s, and has since become widely adopted by the global management 
community (Martin, 2009) (Edwards, 2010). Minchington (2005) defines employer 
brand as "the image of your organization as a 'great place to work' in the mind of current 
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employees and key stakeholders in the external market (e.g. active and passive 
candidates, clients)". The process of employer branding is concerned with talent 
attraction, engagement and retention strategies deployed to enhance your company's 
employer brand (Minchington, 2010). 
 Due to strong employer brand big and famous companies don’t have problems 
in attracting top talents (Edwards M. R., 2010). However, people do not only want to 
work for companies like Google and Apple (Adams, 2015), but also small and medium 
sized enterprises such as SnagAJob.com, Daxko or CustomInk (Tkaczyk, 2013). Do not 
know those companies? Well, the industry and geographic area where they operate 
know them and that is all what they need. How have they built this image of best places 
to work? We know Google, Apple and Microsoft have the financial resources to 
strengthen their employer brand, but how can small companies do this. Headworth 
(2015) suggest that a company with no employer brand might not be as attractive to 
jobseekers, because they are not visible enough in their sectors.  
 A study made by Forbes shows that employees appreciate things like a ‘good 
boss’, someone that helps them to build both career and personal goals; be empowered 
on multiple decisions; celebrate job excellence with lunches and/or unlimited payment 
to attend conferences and training (Tkaczyk, 2013). Those initiatives have made some 
small and medium size enterprises stand up in the industry and make people want to 
work with them. So how can an IT company in the Denmark structure a program that 
elevates the satisfaction of its employees and transmit an attractive image to prospective 
employees? 
 Finally, theory of employer branding also suggest that motivation increases 
commitment of the current employees as well as retention (Edwards, 2010). Therefore, 
companies that implement this kind of strategies for talent attraction will also improve 
their performance. Due to these reasons, managers can use employer branding as an 
umbrella under which they can channel different employee recruitment and retention 
activities into a coordinated human resource strategy (Edwards, 2010).  
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2.2 Problem formulation  
 
According to the current trend in employees’ expectations and desires, how could 
GAN Integrity Solutions improve its employer brand to, thus, overcome the challenges 
of finding talented employees?  
 
2.3 Research questions  
 
 What are the good employer branding practices based on 3 top Denmark's Most 
Attractive Employers? 
 What are the expectations of IT and Engineering students’ future work? 
 What are the steps that a company could proceed with in order to improve its 
employer brand? 
 
These three working questions are milestones which help to investigate 
employer branding approach not only from theoretical point of view but also to see how 
it works in practice. In the results part the researchers will answer working questions by 
using comparative case study with the secondary data and survey among IT and 
engineering students.  
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3. Theoretical Framework  
 
 Theoretical framework will start with the definition of employer branding. Later 
on, the main theories of employer branding foundation will be explained. The 
explanation will be supplemented by clarifying employer branding as a process which 
includes employer value proposition, internal and external employer branding. The 
definitions of instrumental and symbolic factors (which affect the process of employer 
branding) also will be presented.  The theoretical framework section finishes with the 
integration of all theories and the characteristics of successful employer brands.  
 
3.1 Employer branding definition  
  
Brand from the marketing point of view is the reputation of a specific product or 
service of a company. It is the customers’ perception of those products and services 
(Love & Singh, 2015). However, human resource management uses the marketing 
concept of brand as well. “The applications of branding principles to human resource 
management has been termed employer branding.” (Backhaus & Tikoo, 2004). Whereas 
product branding is oriented towards customers and seeks to create positive image of 
the product, employer branding considers current and potential employees as branding 
targets (Edwards, 2010). 
The concept employer brand was first defined in the mid- 1990’s by Ambler and 
Barrow (1996) as “the package of functional, economic, and psychological benefits 
provided by employment, and identified with the employing company.” Sullivan (2004) 
describes employer branding as “a targeted, long-term strategy to manage the awareness 
and perceptions of employees, potential employees, and related stakeholders with 
regards to a particular firm”. According to Backhaus and Tikko (2004) employer 
branding can be understood as a long-term strategy which seeks to attract, recruit and 
retain potential and current employees.  
The former definitions suggest that the main goal of employer branding is to 
show a company as a “nice place to work”, differentiate the company as an employer 
from its competitors and highlight the unique features of an employment in a particular 
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company. Employer branding includes promoting, both within and outside the firm; a 
clear view of what makes the firm the employer of choice (Backhaus & Tikoo, 2004). 
Employer branding ensures employees commitment to organization’s goals as well as to 
organization’s mission and values. Due to employer branding organization can develop 
employees’ positive attitude and commitment towards the organization (Shegal & 
Malati, 2013). 
 
3.2 Foundations of employer branding  
3.2.1 Psychological contract theory  
  
As mentioned before, employer branding seeks to present a range of different 
features and benefits in the organization and thus distinguish itself from its competitors. 
However, not all employment experiences are explicitly written in the work contract of 
the employees, therefore, the psychological contract theory helps to explain this feature.  
Those unwritten aspects are discussed by Rousseau (1989) who defines the 
psychological contract as “an individual’s beliefs regarding the terms and conditions of 
a reciprocal exchange agreement between that focal person and another party”. The 
author distinguishes the psychological contract based on the explicit tangible exchange 
(transactional) from the psychological contract based more on social-emotional aspects 
(relational). According to Martin and Hetrick (2006) psychological contract content 
could concern expectations that company would act for an ideological purpose 
according to their principles and values. According to Backhaus and Tikoo (2004) the 
psychological contract theory describes relationship between an employer and its 
employees, when employee promises the loyalty in exchange to job security, whereas 
job security is not only the possibility to have a job and get salary, but also training and 
professional development possibilities. 
The psychological contract theory contributes to employer branding in the way 
that it helps to form the lining of the employment experiences of a company’s 
employment brand. And the other way around, the employer brand contributes to the 
psychological contract by advertising the employment offering and driving expectations 
of what the organization is obliged to provide for employees. “Organizations that 
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provide unique and attractive psychological contract content (transactional, relational or 
ideological) will have a distinctive employment brand” (Edwards, 2010).  
3.2.2 Social identity theory  
 
  Social identity theory explains that there is link between organization’s 
workplace brand and the attraction to the individual (Love and Singh 2015).  According 
to the theory, organizational identity is the central, permanent and unique character of 
the organization, which is similar with the idea of employer branding about 
distinguishing the company and creating the company’s identity as a ‘’nice place to 
work”. The theory’s idea is that organizations can have recognizable characters which 
can be identified by the collective, in particular by its current and prospect employees 
(Edwards, 2010). Social identity theory argues about the importance to have a strong 
identity in order to encourage employees to identify with the employing organization. 
This theory contributes to the understanding of employer branding because when 
organizations use their employer brand, they expect to present its central, permanent and 
unique characteristics. “Presenting the organization’s identity will help summarize the 
company’s image from an employer branding perspective” (Edwards, 2010).  
Fundamental idea of employer branding is that potential and current employees 
are attracted to some features of employer branding and this attraction motivates them 
to link to the particular organization. This link is explained by organizational 
identification which can be defined as “the perception of oneness with or belongingness 
to the organization” (Edwards, 2010). Couple research is showing that employees are 
more likely to identify themselves with the organization when the organization has 
positive employer brand and positive reputation, definite values and those values concur 
with employees’ values. In the result, organization’s identity is helping to “guide 
whether the employee bonds with the organization” (Edwards, 2010).  
3.2.3 Brand equity 
  
Another important concept helping to explain the foundation of employer 
branding is brand equity. In marketing terms, brand equity is defined as “a set of brand 
assets and liabilities linked to a brand that add to or subtract from the value provided by 
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a product or service to a firm and/or to that firm’s customers.” (Aaker, 1991). Brand 
equity describes the value of having a well-known brand name. In terms of employer 
branding, “brand equity applies to the effect of brand knowledge on potential and 
existing employees of the firm” (Backhaus & Tikoo, 2004). According to Minchington 
(2011) assets mentioned in Aaker’s brand equity definition could be grouped in four 
categories: employer brand awareness, perceived employment experience, employer 
brand associations and employer brand loyalty.  
Brand awareness is the level in which people recognize the company. It can be 
positive or negative awareness about company’s employment attributes. For example, if 
there is information in the press about unfair payment system, it will create negative 
awareness about that company. Furthermore, Ambler and Barrow (1996) suggest that 
employer brand awareness is the key factor in recruiting the right employees.  Perceived 
employment experience is the information which current and potential employees have 
about what is like to work for that particular company. The information comes from 
online (social networks, official website etc.) and offline (talking with people from the 
company, attending career fairs etc.) sources. Employer brand associations are thoughts 
which arise when current and potential employees hear the name of the company. It can 
be thoughts related to rational (salary, career development possibilities) or more 
emotional (inspiring leadership, friendly working environment) employment attributes. 
Employer brand associations can be verbalized or it can be a feel which current and 
potential employees have about the company’s brand. The result of positive associations 
with the company’s brand is employer brand loyalty, which make employees join the 
company and stay with it (Minchington, 2011). 
Employer brand equity attracts employees and contributes in the process of 
keeping those who already works for the company. “Employer brand equity is the 
desired outcome of employer branding activities” (Backhaus & Tikoo, 2004). In other 
words, “the more attractive an employer is perceived by potential employees, the 
stronger its employer brand equity is” (Berthon, Ewing, & Hah, 2005).  
3.3 The process of employer branding  
  
The first section of this chapter explained employer branding: how it can be 
understood and what the main purpose of this approach is. According to definitions, 
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provided earlier, employer branding is not a result of some activities but it is an on-
going process. And this process, based on information provided by Backhaus and Tikko 
(2004), consists of three step processes: 
1. A company as to define its values. It has to be clear what company can offer to 
the employees. 
2. A company should use external branding. People from outside need to be aware 
about the company’s value proposition and understand it.  
3. Internal branding as well as external is also very important. The current 
employees should engage with the company’s values.  
When a company can distinctly identify what it can offer for future and current 
employees, it can start to use employer branding. The “promise” for the employees is a 
set of assumptions about the employment and it is called employer value proposition 
(EVP). “An EVP is a set of associations and offerings provided by an organization in 
return for the skills, capabilities and experiences an employee brings to the 
organization”  (Headworth, 2015). The EVP approach gets information from current 
employees (an organization can identify which parts of the “promise” satisfy employees 
and which not) as well as from external targeted group (an organizations can modify its 
“promise” according to targeted group’s expectations and desires). The EVP helps the 
company to focus all the benefits and unique features in one consistent system.  
EVP also includes the vision and the mission of the company. The current and 
potential employees have to be able to understand the universal values the company 
believes in and wants to bring to the world. Microsoft mission is to “Empower every 
person and every organization on the planet to achieve more”. This message was 
translated into an employer brand prepositions as “an environment where great people 
can do their best work, and realize their potential” (Barrow & Mosley, 2006). In the 
context of employer brand a company needs to ensure that its values are relevant and 
meaningful to employees. If the values were defined solely in the context of customers, 
a company needs to figure out a set of values which takes into account both employees 
and customers (Barrow & Mosley, 2006). 
Internal marketing of the employer brand is oriented to current employees. They 
need to believe and engage themselves in the values of the company. Employees who 
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believe in and feel good about the brand “promise” are more likely to stay longer in the 
company and are more productive. Employer branding increases employees’ 
engagement to a company and reduces forfeiture of talented employees (Shegal & 
Malati, 2013). In this way, it also contributes to the productivity and profitability of the 
company. If employer branding successfully creates company’s image as an employer 
of choice, then it makes sure that the employees “will join the company and stay with it 
but also will identify with its vision, values and give it loyalty, commitment and 
performance” (Shegal & Malati, 2013). Amber and Barrow (1996) argue for internal 
marketing of employer brand as a competitive advantage by saying that it helps create a 
workforce that is difficult for other firms to duplicate.  
External marketing of the employer brand is oriented to a targeted group. Its 
purpose is to attract and recruit the right employees. In this step employer brand also 
creates advantage for the company by supporting the product brand (Backhaus & Tikoo, 
2004). 
3.4 Instrumental and symbolic factors of employer branding  
  
Employer value preposition is explained as associations and offerings provided 
by a company. As a part of those offerings are instrumental and symbolic employer 
branding attributes.  
Symbolic attributes are expressed in organizational culture terms, such as feeling 
support in the group, team based approach versus individualistic, competitive one. 
Instrumental attributes involve salary structure, developmental opportunities (Ito, 
Brotherige, & McFarland, 2013). Martin R. Edwards (2010) provides more general 
definition of instrumental and symbolic attributes, and names it as instrumental and 
symbolic personality characteristics of an organization. The symbolic aspects of 
employer brand are the company’s “subjective, abstract and intangible attributes” linked 
to its image. The instrumental aspects are described as “objective, physical and tangible 
attributes of the employment offering” (Edwards, 2010).  
Between symbolic and instrumental factors exists a mutual relationship which 
contributes in fulfilling the psychological contracts. Instrumental aspects of a 
company’s employer brand are very relevant to the fulfilment of transactional 
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psychological contract (based on explicit tangible exchange). Whereas relational aspects 
of psychological contract are very close to symbolic branding attributes (Ito, Brotherige, 
& McFarland, 2013). Martin R. Edwards (2010) supports the idea and points out the 
crossover between transactional, relational, ideological psychological contracts and 
notion of symbolic and instrumental personality characteristics of an organization. He 
argues that organizations which emphasize instrumental characteristics will have 
employment experience mostly related to benefits, salary and other rewards. While 
organizations oriented to symbolic characteristics will have employment experience 
emphasizing the fulfilment of relational and ideological psychological contract.   
3.5 Integration of the theories  
 
Employer branding is a broad area which in practice includes many different 
concepts from marketing and human resource management fields. Figure 1 shows that 
companies benefit from employer branding when creating employer brand loyalty and 
employer brand associations. Employer brand associations develop employer brand 
image which effects company's attractiveness to potential employees. That means that a 
company can more easily attract the right employees to right positions and reduce its 
recruitment costs. Employer branding also influences organizational identity and 
organizational culture which are involved in the creation of employer brand loyalty. 
Result of employer brand loyalty is a growth of the employee's productivity. 
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Figure 1. Components of employer branding  
  
Brand loyalty is customer preference for a particular brand. It is more likely that 
a loyal customer will stay with that particular brand event though a company changed 
the brand or it was weakened by the action of competitors. The same tendencies can be 
applied to employer brand loyalty which is defined as “the commitment that employees 
make to their employer.” (Backhaus & Tikoo, 2004)  This commitment means that 
employees identify themselves with the organization and engage themselves to 
company’s mission and values (organization identity). However, it will happen only in 
the case when employees will find company’s identity to be attractive or unique. When 
an employee has emotional connection with the company, it is more likely that he or she 
will support the company, believe in its goals and do everything that the company could 
succeed. (Love & Singh, 2015). Employees’ commitment to a company or their 
employer brand loyalty is also related to organizational culture. Backhaus and Tikko 
(2004) argue that employees’ commitment is connected with the organizational culture 
because different types of the culture are related with different level of commitment. 
And if a company wants to change that level of commitment, it will use internal 
employer branding which “reinforces and changes organizational culture.” (Backhaus & 
Tikoo, 2004). 
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Reflecting all the connection between different ideas Barrow and Mosley (2006) 
suggest the key questions which companies should answer before developing employer 
brand strategy: 
What are the most important reasons driving employees’ commitment to the company? 
What kind organizational culture is in the company? 
What is unique and individual about company according to its employees? 
Do current and potential employees understand and have a sense of the company’s values and 
purpose? 
What kind of behaviours are the most common in the company? 
What are the most effective channels of employee communication? 
What kind of employees company values now and which type employees it will need in the 
future? 
What employment attributes are the most attractive for current and potential employees? 
  
3.6 Characteristics of successful employer brand  
  
Moroko and Uncles (2008 investigated the characteristics of 
successful/unsuccessful employer brand. According to the authors many practitioners 
view a successful employer brand as an advantage for the company. However, not many 
empirical investigations has been done. In the result of the research authors suggest 
couple characteristics from consumer brand theory which are relevant to employer 
brand theory. The following five characteristics are findings of Moroko and Uncles 
research.  
First, “being known and noticeable”. In consumer brand theory to build brand 
awareness is the key factor in order to sale products/services.  This same works for 
successful employer brand when current and potential employees are aware about 
particular employer.  
Secondly, “being seen as relevant and resonant”.  In consumer brand theory 
people purchase brand when its value propositions is seen as relevant to the consumers. 
The employer brand value proposition is oriented to current and future employees and 
this distinct package of benefits needs to be relevant to that targeted group.  
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Thirdly, “being differentiated from direct competitors”.  The possibility to 
differentiated brands is very important for success of the company and is a key step in 
branding process. If the company can have a differentiated employer brand and be in 
some way unique, it will win the war of talent. 
Fourthly, “fulfilling a psychological contract”.  Brand is a promise and employer 
brand is a promise to current and future employees. This view corresponds to 
psychological contract theory where contract is a mutual obligations between employer 
and employee. The employer brand helps to inform about formal and informal 
obligations from the both sides.  When psychological contract is fulfilled, the employee 
is more likely to be more engaged and loyal.  
Finally, “unintended appropriation of brand value”. Very important feature 
about employer brand is that potential employees cannot easily understand which 
employment experience they will get prior they really start to work in the organization. 
Future employees very often have deficit of information about a possible employer 
event though they gathering information through formal and informal sources. 
However, the customers can directly compare, for example, one brand of shampoo with 
another one. Because of the information deficit in employment context, consumer brand 
can be used as an alternative to understand the employer brand. Therefore, associations 
and values should be aligned across consumer and employer brands. Other words the 
employer brand is stronger “when the consumer-based promise and the corporate vision 
of the firm are aligned with the personal benefits offered to employees.” (Moroko & 
Uncles, 2008) 
This chapter investigated employer branding from theoretical point of view and 
provided for the reader answers how employer branding could be understood, what it 
includes, why this approach emerged and why it is beneficial for the companies. The 
following chapter provides explanation how researchers will investigate employer 
branding in practice and how the main question of the paper will be answered. It 
explains advantages and disadvantages of the research and chosen methods.  
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4. Methodology 
 
In this chapter the researchers will discuss methodology and methods which 
have been used in the paper.  In the beginning of the chapter the explanation of 
philosophy of science is provided. Then the research design is introduced and all data 
collection techniques are explained. Finally, chapter ends with the data quality 
assessment and limitations of the paper.  
4.1 Philosophy of science: critical realism  
 
For this paper the researchers chose critical realism as a philosophy of science. 
The beginning of critical realism is usually related with Roy Bhaskar work and further 
development with Andrew Sayer. In one sentence this philosophy of science could be 
described as “transcendental realist ontology, an eclectic realist/interpretivist 
epistemology and a generally emancipatory axiology” (Easton, 2010).  
The critical realism is concerned with ontology. Ontology of critical realism 
agrees that the world can include phenomenon which exist independently of any 
knowledge of them. This philosophy of science also accepts a form of epistemological 
constructivism (Easton, 2010).  
Critical realism helps to distinguish the world and our experience of it. 
Therefore, it divides reality into three primary layers: the real, the actual and the 
empirical. The real cannot be seen. We can speculate on it, and because of that, there are 
so many different views on what is the real. It doesn’t mean that there are so many 
different realities. It means that our own ability to understand what is real, is limited by 
ourselves and our knowledge. Below the real is the actual. The actual refers to events 
which are cost by the mechanisms in the real. This layer we can observe. The third layer 
of reality is empirical. The empirical refers to experience. It can be an observable 
experience.  
4.1.1 Theory applied in practice  
 
Ontological position. This research paper seeks to provide GAN Integrity 
Solutions with the appropriate employer branding strategy that will help it to attract 
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more talented employees. Critical realism is thus implemented because of the need of 
understanding the reality behind talent attraction in the IT/engineering sector. Critical 
realism examines and identifies relationships and non-relationships to differentiate 
between human experiences, the actual events and the mechanisms behind which 
produce the events in the world. (Alvesson & Skoldberg, 2009). 
“The underlying order must be discovered through the process of interpretation 
while doing theoretical and practical work” (Walliman, 2006). In this research paper 
perceptions of a good place to work will be analysed to understand the effect that this 
image has in the awareness, interests and application for a specific job. Once 
interpretation is undertaken, the proposed strategic plan for GAN Integrity Solutions 
will be developed. 
Epistemological position. Critical realists states that there exists a reality 
independent of observers. And as a mentioned before, critical realism also accepts 
epistemological constructivism in a sense that not entire world is social construct. 
Sometimes it breaks and destroys the stories which we use to explain the situations. The 
researchers of this papers conceive talent attraction dependent on social, political and 
economic factors. And those are not limited. The results of the research can always 
show that there are another indicators which can effect success of employer brand.  
 
4.2 Mixed Methods 
 
 Mixed method technique was used to answer the problem formulation. The 
research validated through methodological triangulation. “Triangulation becomes an 
alternative to traditional criteria like reliability and validity, as well as it is a method-
appropriate strategy of founding the credibility of qualitative analyses” (Bogdan & 
Biklen, 2006) because it facilitates validation of data through cross verification from 
two or more sources. In particular, it refers to “the application and combination of 
several research methods in the study of the same phenomenon”. (Bogdan & Biklen, 
2006). By combining secondary research and questionnaires, this research paper tries to 
overcome the intrinsic biases and the problems that come from those single methods 
respectively. 
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 In this paper both qualitative and quantitative data was used. Quantitative 
strategy underlines the numerical data. In this project numerical data were collected due 
to the questioner. After conducting the survey we have obtained information about 
general trends among the respondents.  Qualitative data was collected by analyzing 
secondary data. What is more open questions in the survey were analyzed qualitatively.  
 
4.3 Research design  
 
 Research design section will present the overall methodological process which 
was used in this project. The general process can be described as inductive. Market 
observation and survey results led to patterns identification which led to creating good 
practice model for GAN Integrity Solutions.   
 
Figure 2. Induction method  
  
 
In order to find the problem which exists in everyday life of Danish companies a 
few explanatory interviews were first conducted. One face to face interview with CEO 
of Danish startup company and four email interviews with HR personnel from Danish 
IT companies. Interviews helped to understand that there is a serious lack of IT 
specialists and that companies are fighting to get to them.  
CASE: Lack of IT 
specialist---> 
companies need 
to compete for the 
best employee 
RESULT: 
Companies are 
using Employer 
branding 
techniques to 
stand out from 
competition  
RULE: MODEL  
  Roskilde University 
January 2016 
 
 
 
24 
 
 In the first stage of the project comparison case study with a use of secondary 
data was conducted. In this part focus was on identifying best practices in brand 
management from the successful companies. The aim was to find out how world 
leading companies are branding themselves and which employer branding techniques 
are they using. 3 companies from the top of the list of Denmark's Most Attractive 
Employers - IT student 2015 made by Universum Global (Universum Global, 2015) 
have been chosen: 
1. Google  
2. Microsoft  
3. Apple 
 
 Universum Global is an international research and management consulting 
group. Their main focus is on understanding the career expectations of students and 
young professionals. Denmark's Most Attractive Employers ranking results are based on 
responses of 14 526 students in period between September 2014 till January 2015. On 
the top of the ranking are companies selected as ideal and "the best place to work" by IT 
students.  Data collected in this stage answered the first research question.  
 Second step was conducting a survey which content will be explained in data 
collection section. Theory, practices and news were reduced to a questionnaire that 
wanted to understand the relevance of the secondary source findings in the IT sector for 
prospective Danish employees. The aim was first to find how is the IT labor force 
evaluating its workplace alternatives and how the different companies are perceived by 
them. The main purpose of the survey was to find out what values are important for 
Danish IT students nowadays and what do they expect from the future work. Values 
should be understood as important and long lasting ideals or believes, which are 
influencing persons behavior (Business Dictionary , 2015). Analysis of the survey 
results gave an answer to second research question. Findings from comparison case 
study with the use of secondary data analysis led to indentifying patterns and best 
practices. Those patterns have been compiled with results from the survey which led to 
respond for the third research question and our problem formulation in general. 
Research design is presented in the figure 3. 
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Figure 3. Research design  
 
4.4 Data collection  
 
 In this part different data collection techniques will be presented. They have 
been used because according to the researchers analysis of the case study and survey 
conducted on IT and Engineering students can show possible way of conducting 
employer branding. Based on this research guidelines for GAN Integrity Solutions will 
be made.  
Comparison Case Study with the use of secondary data: 
 The meaning of employer branding, as well as the practices that are determined 
as ’good’, were analyzed from existing material. Successful cases within the IT sector 
were researched by using online publications, news and companies websites. This 
research paper focuses on employer branding of Google, Apple and Microsoft. 
Employer branding tools were compared and analyzed. Materials have been collected 
from companies’ websites and social media such as Facebook, Twitter, Instagram, 
LinkedIn. What is more articles written about the chosen companies were analyzed in 
order to find out their main values, employer branding message and tools, opinions 
about them.  
STEP 1 
• Secondary data research: information about employer branding 
techniques used by 3 leading IT companies Google, Apple and 
Microsoft  
STEP 2 
• Questionnaire among IT students 
STEP 3 
• Creating best practice guide (how to attract potential employees) 
for GAN Integrity Solutions.  
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 According to Yin (1994) case study method is most suitable for "how" and 
"why" questions. Problem formulation in this research include "how" question. The 
purpose of this part of the research is to check how employer branding look in real life 
context. 
 To find out if case study is relevant for our problem formulation 4 steps from 
stage 1 of "The case study as a research method: A practical Handbook" have been 
followed (Gagnon, 2010): 
 Define your approach (Step 1): In philosophy of science researchers are standing 
on the constructivist side which tells that society is shaped by the environment and it is 
not a given. There is a lot of factors in the organization which need to be consider. The 
relation is complicated and it depends on a specific case. 
 Outline research problem (Step 2): What is the real experience in employer 
branding and what exact tool are they using? Are real companies aware of importance 
of employer branding and are they using it to solve problems with attracting and 
recruiting candidates? 
 Determine if your problem is exploratory or raw empirical one (Step 3): 
Problem in this research is an exploratory type because it is known (based on previous 
research) "how" proper employer branding should look like and which techniques 
should work. There is left to explore which one of them are used in real life.  
Appropriateness (Step 4): Gagnon (2010) is suggesting to ask four questions to be sure 
if the case study is a good method for the problem. Questions and answers are presented 
in the table X. 
Table 1. Questions and answers to prove appropriateness of the case study method  
1. Can the phenomenon of interest be 
studied outside its natural setting? 
 
Yes, it definitely can and it should be. 
Employer branding is a concept created on 
real cases and models are checked in real 
life. There is no better way than to study it 
in natural setting. 
2. Must the study focus on contemporary Recruitment process in most of the cases 
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events? is a contemporary event. Past data is also 
relevant because in this case the 
importance will not fade. 
3. Is control or manipulation of subjects or 
events unnecessary? 
 
Yes, it is. Manipulation will interfere with 
the purpose of the project. 
4. Does the phenomenon of interest enjoy 
an established theoretical base? 
 
There is a solid theoretical base for 
employer branding concept 
 
 
 The main advantage of using the case study is that it is giving an opportunity to 
gain an insight into a real life situation. Our research method is flexible. This approach 
has been chosen because companies are using employer branding techniques in order to 
create attractive brand for a potential employees. All the information about tools and 
employer branding message are visible outside the company. By analysing how 
companies want to be seen by people from the outside their employer branding strategy 
is being analysed.  
 Comparative case study is an appropriate answer and contribution to our 
problem. The main purpose of choosing the area of employer branding was to study if 
such a well-known and popular concept exist outside of the books and articles. By 
choosing three cases it is possible to understand how important it is to invest resources 
in employer branding and what are the best techniques to use.   
 
 "Secondary analysis involves the use of existing data, collected for the purposes 
of a prior study, in order to pursue a research interest which is distinct from that of the 
original work; this may be a new research question or an alternative perspective on the 
original question" (Hinds, Vogel, & Clarke-Steffen, 1997).  
 
 While conducting the case study research for tree companies certain structure 
was followed: 
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 Introduction ( country of origin, industry, CEO, founders)  
 Recruting ( based on the company's website) 
 Benefits ( based on reports from glassdoor.pl)  
 Culture 
 Values and  
 Values and Beliefs 
 Most common job position  
 Employer Message  
 Mission  
 Communication  
 Opinions about the company  
 The job portal Glassdoor holds a growing database of more than 8 million 
company reviews, CEO approval ratings, salary reports, interview reviews and 
questions, benefits reviews, office photos and more  (Glassdoor Inc., 2015).  
 Comparative case study with the use of secondary data is used as a background 
for the main research technique- survey.  
  
Questionnaire: 
  Questionnaire used for this project was based on work of Berthon, Ewing and 
Lian Hah (2005) and Stachowska (2014). It is divided on 3 parts. In the first part there 
are questions about the respondent: age, gender, year of study, faculty, work experience, 
size of preferred future place of work, how do they look for the job.  
 Those questions help researchers to control the sample. Responses of people 
who are not suitable for research requirements can be excluded. What is more preferred 
future place of work and question about where they look for a job will provide useful 
information for analysis. Age is an open question. For the rest of them respondents can 
chose from different possibilities. 
 Second part refers to ideal employer. The respondents are asked to name 3 best 
companies they would like to work for and why. Question "why" is very important in 
this case because it might give us an information if job seekers are noticing employer 
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branding of their ideal companies. In this part there is a question about the companies 
they would not like to work for and why. We are looking for the information if lack of 
employer branding and bad PR can destroy company's image. Those are open questions.  
 Finally the third part is the main part of the questionnaire. It is based on the 
theory that recruitment process is indirectly related to decisions and intentions. The 
mediator of this relation are two dimensions of employer brand image, perceived job 
attributes and attitudes to the recruiting company (Collins & Stevens, 2002). The aim of 
this part is to recognize respondent's life values, work values and future work 
expectations. First of all respondents are asked to choose five most important life values 
from the list and then arrange it in order from most important to least important. They 
were asked to do the same with expectation of the future work and expected benefits. 
List of values and future work expectations was based on the research conducted by 
Stachowska (Stachowska, 2014). The last question is about if respondents recognize 
GAN Integrity solutions and if yes from where they have heard about them.   
 
Results of the survey will be analyzed with the use of Tableau Software and 
SurveyMonkey.com. Tableau software is a program in which data is being organized 
and visualized. Using SurveyMonkey.com data was collected from the respondents and 
organized. Survey is intended to collect general data. Percentage of the answers was 
calculated in order to analyze general trends.  
4.5 Data Quality assessment 
 
 Varied steps were taken in direction of confirm as high as possible degree of 
reliability and validity in this project.  Reliability refers to "the extent to which results 
are consistent over time and an accurate representation of the total population under 
study is referred to as reliability and if the results of a study can be reproduced under a 
similar methodology, then the research instrument is considered to be reliable" 
(Golafshani, 2003). Validity on the other hand "determines whether the research truly 
measures that which it was intended to measure or how truthful the research results are" 
(Golafshani, 2003).  
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 In order to maintain the highest validity we have chosen to analyse secondary 
data of 3 companies picked as the best place to work in the survey made by Universum 
Global. The surveys conducted by this company are reliable and well known across 
countries. The companies were scored by very large sample of respondents. What is 
more questionnaire used for this study was tested on rather big sample of people. To 
confirm technical validity multiple sources of documentation were used in secondary 
data research. What is more, the survey is divided in three parts and each of them was 
based on different sources. To achieve internal validity we have compared theories and 
observations (secondary data) on the employer branding topic. For statistical validity 
there was a focus on collecting answers from as many respondents as possible, to 
increase size of the sample. What is more there are many variables in the questionnaire 
(Olsen & Pedersen, 2008).  
 
 In order to achieve the highest reliability as possible the process of questionnaire 
creation was explained in the clear matter. The questions were tested in the pilot study 
to check if questions are understandable. Pilot was conducted after creation process and 
results were taken under the consideration to improve survey. Most of the questions are 
closed therefore survey is easy to be conducted again by different team of the 
researchers. However qualitative research design is unique and it is difficult to be 
recreated in general (Shuttleworth, 2008). 
 
4.6 Limitations  
 
 Limitations of comparative case study with the use of secondary data research 
will be presented first. While analyzing the data secondary data, there is the risk of 
subjectivity, especially when data is created by the company. The company will present 
itself in the best light possible. Data can be incomplete and can show only one side of 
the story. Those limitations are important but in the case of employer branding they do 
not interfere. The interest is in how the company wants to be seen and not necessary in 
what is the truth. In order to find out what people think about the company we have 
analyzed business to client interaction (in this situation we are talking about internal 
client, potential employee) on social media.  
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 It is crucial to choose the right set of cases. To overcome this limitation data 
from Universum Global research have been used. Extra precaution has to be kept while 
analysing data. Storytelling should be avoided. It is difficult because case study data is 
soft and there is a lot of ways of analyzing it. But comparison might be helpful. Also 
quality of the collected data should be taken under the consideration. Because of that the 
information about the companies are taken not only from their website but also from 
other sources like social media.  
  
 Limitations of the questionnaires will be presented next. A Questionnaire –based 
method itself has some disadvantages. First of all, study is conducted online so there is a 
risk that respondents will lose focus while answering the questions. There is no 
possibility to explain the meaning of the question so it can be misinterpret. To avoid this 
risk small pilot study were conducted among friends of the researchers. Respondents 
might answer superficially to open questions. In the question about the ideal employer 
the most important for the researchers is to know why respondent have decided on 
particular company. Students might ignore the importance of the question. In the 
questionnaire opened and closed question were used. Closed questions can limit the 
possibility of the answers but they are easier to analysis and process. It is also faster for 
the respondent to fill out. Each o the closed question has an option "Other" where 
respondents can add according to them valid option.  
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5. The Analysis  
 
The analysis part will start by answering the question ‘what are the good 
employer branding practices based on 3 top Denmark’s most attractive employers?’. 
The aim of this analysis is to understand how employer branding works in practice. 
According to our secondary research results and the results from the survey, we have 
decided to take Google, Apple and Microsoft as the cases of analysis, because they were 
chosen as the favourite places to work by the respondents of the survey, as well as, the 
reputation they have as a good place to work. 
In order to compare the three different employers, the following features of the 
companies are presented (see the appendix) and investigated: mission, values, culture, 
employer brand message, peculiarities of recruitment process, benefits, companies’ 
ways to communicated its employer brand message and get in touch with targeted 
audience, and opinions about the company. Mentioned features were chosen based on 
theoretical knowledge about employer branding; Mission, values and culture are 
important to investigate in order to see how the companies (Apple, Google and 
Microsoft) distinguish themselves from competitors and how they present their 
identities to current and prospect employees. Those three features also represent some 
of symbolic attributes of the employer brand (e.g. challenging projects, acceptance of 
different gender and religion employees).  
Employer brand message of these companies is presented to analyse the 
identities that the companies are trying to build and at the same time see if it is 
consistent to what their employees think;  the kind of benefits companies provide are 
important to analyse in order to see which symbolic and instrumental employment 
attributes are emphasized.   
How companies communicate with external audience is essential because 
potential employees should have access to all relevant information about job 
possibilities, working environment etc. For that reason, communication of three cases 
was investigated. For the analysis of employer branding practices is important to 
investigate which channels companies are using in order to get in touch with their 
targeted groups. This same practice may fit to GAN Integrity Solutions.  
It is also important to see how people from the external environment perceive the 
company. If opinions are positive and the company is perceived as “a good place to 
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work”, it means company uses its external employer branding in the right way. The 
opinions also can show if the psychological contract usually is fulfilled. If not, there 
will be negative information from former employees.  
 
5.1 Employer branding from the cases 
 
The cases showed in the appendix brought the following conclusions about the 
companies studied: 
 
Google 
 
Google has built a strong positive reputation as an employer for several reasons: 
1) It is a company with more than 15 years that has been constantly growing and 
innovating. 2) It not only empowers its human resource, but provides it with career and 
development opportunities to enhance knowledge and growth both professional and 
personal. 3) It is a company with the financial capability of undertaking research and 
experimenting different ways of keeping employees motivated and productive, which 
allows it to build creative spaces and facilities, as well as offering perks and extra 
benefits. 4) Google understands that for its employees, work has to be about having fun 
and time to spend in other interests (including family) so the company has created 
flexible work environments. And Last but not least, 5) Google is also active 
communicating is employer message and spreading its good practices through media.  
 
 Apple 
 
 Apple founder and former CEO Steve Jobs managed to create an iconic 
consumer and employer brand, which strongly support each other. Even though the 
brand is not active on social media they have found their own way to communicate with 
clients and potential employees. They managed to create a sense of belonging.  
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Microsoft  
 
Microsoft developed a strong employer brand because of several reasons. First 
of all, this place is visible and always figures in the lists of the best places to work. 
Secondly, its strong social media strategy propagates employer brand message and 
employer value proposition. In Microsoft career section the message “empower your 
future” is supported by stories and videos which encourage current and potential 
employees to seek more, to believe in the company and themselves. 
  
5.2 Contribution of the cases to the study: 
 
Comparing the three cases brings a better understanding of the good practices 
that build powerful employer brands. The following section will, therefore, apply the 
theory of employer branding to structure the must and the “must not” when building 
strong brands. 
It was showed that Google, Apple and Microsoft have been successful 
companies growing since their foundation (see the cases in the appendix). This has 
certainly help them to be positioned as a good place to work and provide them with the 
resources to maintain this image, as well as to adapt themselves to the changes of their 
employees’ needs and likes. 
More importantly, this adaptability is reflected in the companies’ continuous 
changes in their missions and employer messages. Currently, all the three missions are 
ambitious in the way that highlight the role of them in contributing to the “world” as the 
maximum stakeholder, which is not false but the words implemented to give this 
meaning such as “human kind” “empower to achieve more” or “the world’s 
information” significantly affect the way people, specially employees, perceive the 
companies and their desire to work for them. 
Despite the fact that all three organizations have differentiated from each other, 
their cultures embed values that current employees value such as: challenging, learning, 
  Roskilde University 
January 2016 
 
 
 
35 
 
excellence, flexibility, diversity and responsibility. However, it is good noticing Apple’s 
external orientation of its values when mentioning “Environment, Supplier 
Responsibility, Accessibility, Privacy, Inclusion and Diversity and Education”, whereas 
Google and Microsoft give more relevance to the internal when mentioning “inclusion 
and diversity”. In its official website Apple argues the importance of education, 
responsibility and inclusion but at a macro level and how the company contributes to 
these. Google and Microsoft, on the other hand have values such as passion, customer 
centered and self-criticism that show the companies’ commitment of taking them as part 
of their organizational culture or ‘self-use’. 
At the benefits level, all three organizations pay their employees above the 
average, say to recruit based on talent rather than titles and provide health, monetary 
and other extra benefits. However, Google stands out as a better (the best according to 
specialized surveys) to work. Google not only pays higher than its competitors but has 
also more perks, and an overall better reputation than Microsoft and Apple.  Google has 
managed to be positioned as the ‘dream company’ where only good things happen 
whereas the other two have been negatively exposed in media. Some of the critics for 
those two companies are the long hours of work, the lack of work-life balance and the 
strict guidelines.  
Regarding the employer message, Google’s “Do cool things that matter”, 
Apple’s “Do your life’s best work here. With the whole world watching” and 
Microsoft’s “Empower your future” the organizations communicate their value 
preposition. Google when stating “cool” communicates the flexible culture that has built 
and with “matter” highlights the size and power of the company. So seeks to be seen as 
relevant employer where work is not necessarily what one has to do all the time. Apple, 
on the other hand, takes advantage of its popularity and exposure when saying “when 
the whole world watching” and communicates its most important value “excellence” 
when stating “your life’s best work”. Finally, Microsoft reminds the receiver of the 
message that working there is about responsibility (“empower”) and opportunities 
(“future”). 
According with the theoretical framework, those companies are not only trying 
to attract people that identify themselves with their value prepositions but also to build 
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the employer brand internally, so current employees feel they are ‘doing something 
relevant and cool’ in the case of Google, or that are ‘intelligent living the moments of 
their lives’ for Apple or ‘enable them to work thinking in the long term’ in the case of 
Microsoft. This is image is part of the psychological contract theory that establishes that 
there are some intangible aspects of the work environment that although are not written 
in the actual work contract, employees or job seekers expect to find in the organization 
once hired.  
For this reason we could argue that exist two situations in the cases: on one hand 
they hire profiles that match and agree with the unwritten conditions, these people stay 
for the company and are overall satisfied; on the contrary, because of the size of the 
company and success there might be situations where hired staff wants to work for them 
but do not match the psychological contract and therefore become unsatisfied and 
eventually leave. But one can also argue that in the cases of Microsoft and Apple, 
before the media revealed negative experiences of their employees (see cases-opinions), 
the companies did not communicate well their value preposition and did not meet the 
expectations of their people. Now the situation is different and people that would like to 
work for Apple know that is an organization with certain standards that need to be 
followed and that secrecy plays a big role; and for the case of Microsoft, employees 
must be aware that flexibility is not something that the company wants to focus on but 
rather on interactions and humility-business and marketing wise.  
In this order of ideas and taking into consideration the Social Identity theory, 
Google, Apple and Microsoft have each built their identity directly and indirectly: 
directly by the use of media and brand positioning work, and indirectly by being 
exposed by others. It is important to remark the ability to control people’s perceptions 
and meet employees’ expectations to avoid an unplanned change of the company 
identity. Google performs well when doing this by being active in social media and 
Microsoft by using YouTube. Although it cannot be proved, Google could have 
intentionally got attention of media to promote its perks in the news and be positively 
advertised in the movie ‘The Internship’ of 2005.  
From the brand equity point of view, all three organizations were selected 
because of the value they represent, the admiration they produce and in most cases the 
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loyalty of its employees. Each produces different brand associations that of course 
differentiate them from each other and must clear the decisions of prospect employees 
when applying for a job. Generally associations are positive according with the reviews: 
challenging, terrific, good employer between others.  
To conclude this section, all three companies follow the characteristics of 
Moroko and Uncles (2008) of successful employer brands: being known and noticeable, 
Google, Apple and Microsoft are big organizations that have been noticed worldwide 
for their products, the way they work, their leaders and media exposure in general; 
being seen as relevant and resonant,  because the three companies have influenced the 
world with their innovations; being differentiated from direct competitors, because of 
the unique culture that they have built; fulfilling a psychological contract, because they 
meet the expectations of the people that work or will work for them; and unintended 
appropriation of brand value because the strong brand that these companies have built 
for their product and services helped them to transmit high quality and leadership in the 
field.  
5.3 Primary data analysis  
 
The second part of the research is the survey, which helped to investigate the 
potential receivers of the employer brand message from companies in the IT. The results 
of the survey will, among other things, show what the respondents value in their life and 
their workplace, as well as the information channels that they use when looking for job. 
For the method please refer to section "Methodology: Data collection" in this paper. 
Survey was conducted online in the time period form 2.11.2015 till 02.12.2015 
with the use of social media tools like Facebook and LinkedIn and by contacting 
technical universities in Copenhagen. Researchers sent emails to the universities asking 
to share link to the survey among their students. There were 122 respondents but only 
88 respondents had answered all the required questions. 34 respondents started the 
survey but have stopped it on the second or third questions. Because of that respondent's 
pool was N= 88. Respondents were in the age of 20- 38 years with the median value of 
24 years. Distribution of the age data is shown in the graph 1.  
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21% of the respondents were female and 79 % were man. For the question about 
year of studies, 43 % answered 2nd year of studies, 20 % were on the 1st year of master 
studies, 11% on the 3rd of bachelor, 4% on the 2nd year of bachelor and 3% on the 1st 
year of bachelor. 19 % of the respondents chose the option "Other (please specify)". 
Among the answers the most popular ones were: graduated, complete bachelor, PhD, 
3rd year of master or 4th year of bachelor (see graph 2 in the appendix).  
The aim of the study was to focus on the people in the last two years of master's 
degree because those people are most likely to look for a job in the near future. 
Respondents from bachelor level were also taken under a consideration because they 
might have a valid point while talking about future employer. Data presented in the 
graph 3 in the appendix shows the connection between year of the studies and the age of 
the respondents. The majority of respondents were 24 year old and at their 2nd year of 
master's degree. The greater number of respondents were students at their two last years 
of master's degree which is positively influencing the overall results of the study.  
Among the respondents, 54% confirmed that they are IT students, 35% said that 
they are engineering students and 10% chose the option "other (please specify)". 
Answers were divided into two groups: connected with IT and connected with 
engineering. The most popular answers were: IT engineering, computer science, web 
developer, game design. Results are presented in the graph 4 in the appendix. 49% of 
the respondents were not employed in the IT sector, whereas 30% had been working in 
the IT sector for more than 1 year and 20% had been working in IT sector for less than 1 
year, results are presented on the graph 5 in the appendix..  
Results showed that 37% of respondents would like to work for macro 
enterprise/ international corporations (250-1000 or more employees), 25% would like to 
work in medium size enterprise (up to 250 people employed) and 23% of people said 
that they would like to work for micro or small enterprise (10-50 employees); a 
noticeable 13% of the respondents would like to be self-employed (see graph 6 in the 
appendix).  
According to the survey results most IT and Engineers want to be part of big 
organizations, especially of Google, Microsoft, Apple and IBM in this order of 
importance (See graph 7 in appendix). However, there is a considerable percentage of 
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the respondents that wants to be part of start-ups because they value the creative 
environment, career opportunities and the excellence of these kind of teams (see table 1 
in the appendix). What is interesting here is to understand what GAN Integrity 
Solutions can copy or improve from these organizations based on what people value as 
a good place to work such as innovation, challenge and responsibility (see graph 16 in 
the appendix). 
Answers for the open question "Who is your ideal employee and why" included 
companies of different sizes and industries. Respondents were asked to state 3 
companies they would like to work for and say why they chose them as an ideal 
company. As a first company respondents stated start-ups, Google, Microsoft, Novo 
Nordisk (see graph 7 in the appendix). 63% of respondents listed a second company. 
Among the answers the most popular were: Microsoft, Apple, Google, Novo Nordisk 
and Lego; 44% chose other companies like: Deutshe Telekom, Barkley, Raise Digital, 
Amino or Carlsberg (see graph 8 in the appendix). Finally only 30% of the respondents 
stated a third ideal company, mentioning: IBM, Google and others like Adobe, Apple, 
Expendy, SpaceX, Maers (see graph 9 in the appendix). 
According to data collected in the question: "Preferred future palace of work" 
and "Who is you ideal employer", the majority of the respondents would like to work 
for big, international companies. Respondents who chose big company as their ideal one 
explained their decision in similar way. Among the reasons there are: size of the 
company, good reputation, job security and high salary. In table 1 of the appendix some 
of the answers are shown. According to collected data size of the company as well as 
the reputation matter for future employees, worldwide recognition supposes to ensure 
good working environment and job security. Companies perceived to be innovative also 
seem to be an important factor; it should ensure creative environment and interesting 
project assignments.  
Respondents mentioned high pay and challenges as factors which are making the 
company interesting place to work. Graph 10 in the appendix presents most popular 
explanations why respondents want to work for their favorite company, graph 11 and 12 
shows the reasons why they selected their second and third option of favorite workplace 
respectively. Answers for the question why respondents want to work in their dream 
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company are giving an insight into what is important for them. However there is a big 
lack of details. Some of the answers for example "I like it" are not extensive enough to 
understand the real explanation why respondent chose particular company. 
For the question about the place where respondents look for the information 
about their dream companies 75% answered that they follow them on social media, 64% 
check their website and 33% know people who are working in their dream company. 
Among other options responded gave as examples tech events and publications. 
Detailed results are presented in the graph 13 of the appendix.   
Furthermore respondents were asked about where do they usually look for a job 
offers. Respondents were allowed to mark more than one option. The most popular 
option was internet/job portals with 68% of the respondents, followed by LinkedIn with 
65% and Network (among friend) with the 63%. Newspapers were marked only by 10 
% of the respondents. Among answers to the option "other (please specify)" respondents 
give carrier fairs as an example. Detailed results are showed in the graph 14 of the 
appendix. It could be seen that respondents prefer online tools like websites and social 
media over more traditional newspapers. The importance of network is also noticed.  
For this reason companies should take care of their online image of the company 
but also inside. Current employees are a valid option to spread information about the 
company and require potential employees. Social Media like LinkedIn and Facebook 
seem to be as important as the company's website because this is where people look for 
job offers. The company's official website and its social media profiles are important in 
the process of obtaining information about the company and shaping perceived image of 
it. The majority of respondents chose "I am following them on social media" and "I am 
checking their website" as an answer for the question "Where do you look for the 
information about your dream company" (see graph 13 in the appendix).  
The seven most mentioned values by respondents in order of appearance are: 
family, knowledge and development, friendship, Love, Joy and Satisfaction, happiness 
and friendship (see graphs 15 in appendix). It is interesting to see that despite the fact 
that family was the most mentioned value, more than half of the respondents think it is 
the least important of the five values they selected. Whereas joy and satisfaction were in 
its majority marked as the most important value with 37%. It is followed by friendship 
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marked as second most important by 30% of the people that selected it. The third is 
knowledge and development, as well as money, with 30% and 35% respectively. 
Finally, love, work and happiness were in the majority ranked as the fourth most 
important. In the table 2 of the appendix results are shown of how values where 
arranged.  
I order to explore what is influencing choice of the company by the respondent, 
life values and job factures were measured. Life value "Family" was picked the most by 
the respondents but when arranged in order it was placed as the least important (see 
table 2 in appendix). It leaves the question if this value was chosen because this is what 
people expect to be important or simply because it is important. Social expectations are 
a limitation for this phase of the study. According to the respondents the most important 
value in their life is joy and satisfaction. This value was not only picked by 46% of 
respondents but also placed on the 5 ( the most important) place (see table 2 in the 
appendix). Live values of the future employees should be important for the employer. 
Employer can adjust benefits according to the employee value and by that influence his 
motivation to work. Namely when employee values family the most we could expect 
that work and life balance will be important for him. He will appreciate benefits which 
will not only protect him but also his family. If employee values joy and satisfaction he 
should be involved in the challenging tasks.  
Regarding the 5 most important factors in the work place the respondents 
mentioned in order of appearance: gaining new knowledge, work-life balance, new 
challenges, friendly atmosphere and interesting/important projects (see graphs 16 in the 
appendix). Similar to the values, working-life balance was the second mentioned factor 
but was mostly marked in its majority as the least important of the 5 with 38%. 
However, the other factors that the respondents value were almost equally distributed 
among the 5 levels of importance and there was not a specific value, which its majority 
chose as the most important. Still, the factor ‘new challenges’ was marked by 50% 
percent of its respondents as the most and second most important value. ‘Gaining new 
knowledge’ and ‘important/relevant projects’ follow this order of priority. Finally, 
‘friendly atmosphere’ was marked by 60% of the respondents who included it as the 
third and fourth most important factor.   The results for this question helped us to find 
out the focus that GAN should take when building its employer brand.  
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Alongside respondents were asked to do the same thing with benefits. The most 
frequently chosen ones were: financing vacation, training and recreational trips, 
additional days of paid leave, additional medical care, integration events and money 
bonuses. Respondents who picked option "other please specify" listed benefits like: 
breakfast/lunch/fruits/drinks, remote working, paid training.  Table 3 in the appendix 
presents detailed data of how benefits were arrange in order form 5- most important to 
1- least important.   
Analysis the results of the survey along with analyzing case studied give 
researches a base to build a guideline for GAN Integrity Solutions. Foundings from 
analyzing the cases and results of the survey are used in order to help the company to 
create strong employer brand and attract potential employees. 
5.4 GAN Integrity Solutions employer branding   
 
In this section GAN Integrity Solution employer branding will be analyzed and 
based on theory, the cases of study and the questionnaire results, a set of steps will be 
described to help GAN to improve its employer brand and position itself in the IT 
industry. 
Facts: 
Founded in 2004, GAN is an organization that creates compliance and anti-
corruption solutions. It is headquartered in Copenhagen, Denmark and offers services 
within the areas of Corporate Integrity (Business Ethics), anti-fraud and anti-corruption. 
By representing multinational corporations and governments around the world GAN 
aims to be a trusted partner when organizations need to mitigate the risk of fraud and 
corruption (GAN Integrity Solutions , 2015). 
The company has been operating for more than 10 years and has shown growth 
by expanding the scope of its business to Sweden, Norway, Germany, Austria and the 
United States, among others. However the nature of the business allows it to maintain a 
relatively small number of employees with less than 30 people.  
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The company’s culture is open with a young and dynamic team of professionals. 
GAN describes itself as a “start-up” formed by ambitious persons who take pride in 
developing high quality, well tested and innovative applications, which represent the 
values of the organization. The organization promotes information sharing as means to 
educate and share knowledge. 
Currently the company seeks managerial positions and engineering with IT 
expertise and experience. However, GAN Integrity Solutions lacks a clear employer 
message besides its slogan “compliance. easy” and its self-claim of being a global 
leader in the creation of compliance and anti-corruption solutions 
At the communication level, GAN has a considerable high number of followers 
(+300) in its LinkedIn Profile compared to the size of the company. Nonetheless, its 
Facebook profile has only 11 likes and it is used to post information and news regarding 
the industry and the business, which does not show how is to work for a compliance 
management company neither about the career opportunities within the company that 
are only advertised in its official website.   
6. Guideline to build a stronger employer brand 
 
The previous results from the primary data analysis help GAN to understand 
what do its prospect employees value and start working on with the values that the 
company needs in order to attract talented people. In the questionnaire results there is a 
clear association between the values of respondents’ lives and the factors in the 
workplace that describe the representative group in the sample. First, their priorities of 
friendship and job satisfaction over family show that the group is young and 
independent. Second, their drive to learn new things, have an important role in the 
organization and overcome the challenges, reflect their ambition. And finally, their 
preferences for a flexible and friendly work environment along with their values of love, 
happiness and work, highlight the passion of the group and the dynamism that 
organization needs to maintain by understanding and adapting to their lifestyles.   
Based on GAN official website and LinkedIn profile one could argue that GAN 
possesses the value of knowledge and development and try to show a more ‘friendly’ 
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and young team employer brand. However the lack of a clear employer brand makes the 
company not able to communicate its value preposition. Taking into consideration GAN 
organizational culture, we suggest the following employer brand messages: 
1. “Become the leader of today” 
2. “Protect the world’s most important information” 
3. “Compliance, easy. Work for a safer today” 
Option 1 reflects the leadership in the compliance field that GAN possesses and 
suggest responsibility and empowerment to prospect employees; Option 2 gives 
relevance (important and interesting projects) to what GAN does and might capture 
interested people in that area of compliance and risk management; and option 3 keeps 
the brand slogan (‘Compliance, easy’) but adds the role of the employee and its 
contribution while working for GAN, again relevance is shown. 
It is a fact that GAN needs to better promote itself as the employer of choice. It 
could take advantage of its talented, young and dynamic team (GAN Integrity Solutions 
, 2015) to post pictures of them and the work atmosphere both in social media and its 
official website. Questionnaire results as well as the good practices followed by Google, 
recommend being open about the working way in the organization and the benefits that 
it brings to people.  
The second characteristic that GAN needs to fulfill in order to build a strong 
employer brand is to be seen as relevant and resonant. And a positive thing is that GAN 
is aware and has somehow been communicating that in its official website and social 
media to its clients and other external stakeholders. Actually, they have a video where 
they highlight their work and their advancements. However, it is necessary to adapt that 
dialogue to its current and prospect employees and communicate how they contribute to 
achieve what GAN has done and what GAN, in exchange, offer to them.   
Part of that communication will help GAN to be differentiated from its direct 
competitors such as TRACE International, SAI Global and the Red Flag Group. So it is 
not only about what the company does, what partners they have and how the company 
works, but about the role of each employee that make the company a  leader in the 
compliance field and how different the company treats them and reward them compared 
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to its competitors. Therefore, the communication can be focused in the career 
opportunities that offer this company in expansion, the flexible atmosphere, office 
facilities, technology implemented and excellence in the team.  
As important as the communication of the value preposition, GAN must fulfil 
the psychological contract. This means, ensuring that the organization follows the 
values that it promotes. However, the problem of GAN is in communication due to the 
fact that it already possesses some of the characteristics valued by the target group 
according to the questionnaire results. 
Finally, the factor of ‘unintended appropriation of brand value’ suggests that 
consumer brand can be used as an alternative to understand the employer brand because 
of the information deficit in employment context. And this is something that plays on 
the side of GAN because of the performance of its products and services that has 
enabled it to gain good reputation. This should serve GAN to better position itself as the 
employer of choice. 
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7. Conclusions 
 
Different sources of information (Danish Agency for Labour Market and 
Recruitment; Mosley) argue that some of the companies have troubles in attracting and 
recruiting the right employees, therefore, the competition increases. The researchers of 
this paper after couple interviews with Danish companies also found out that this 
problem exists in the real market.  In order to increase companies' success in that 
competition and improve capabilities in recruitment and retaining processes, the 
researchers chose to investigate and apply a relatively new employer branding approach. 
Employer branding theory explains how companies can use its culture, values, 
employment attributes, and unique features in order to attract, recruit and retain 
companies’ targeted groups. This paper investigates how employer branding can 
improve GAN Integrity Solutions capability to hire the right employees: “According to 
the current trend in employees’ expectations and desires, how GAN Integrity Solutions 
could improve its employer brand to, thus, overcome the challenges and finding 
talented employees.” 
The company states that the good employee is that one with high scores and 
passion in learning new things, self-driven person. In order to provide employer 
branding guidance to GAN Integrity Solutions and answer the main question of the 
paper, three working questions were drawn up.  
The first working question was "What are the good employer branding practices 
based on 3 top Denmark's Most Attractive Employers?". To answer this question, the 
researchers chose three employers which are most desirable (according to Universum 
Global) among IT and Engineering students in Denmark – Apple, Google, and 
Microsoft. Those cases were analyzed and compared. In the results, it became clear that 
the employer branding theories have relevance in practice because all three examples 
reflect theoretical knowledge about employer branding. Apple, Google and Microsoft 
made clear what is like to work for those organizations in order to avoid 
misunderstanding among potential employees: they need to identify themselves with the 
organization and if the organizational identity will be understood in a wrong way, both 
sides will not get a benefit. Therefore, all three companies have clear messages. Apple 
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emphasizes excellence where work the best ones, Google argues about "cool things" 
which can be done at job and Microsoft seeks to awaken a sense of responsibility in 
current and potential employees.    
Apple, Google, and Microsoft understand importance of instrumental and 
symbolic attributes (e.g. perks), follow the structure of employer branding process (have 
clear company’s value proposition, use internal and external branding), and have unique 
company’s identity. The cases reviewed coincide with the theory of employer branding, 
which state that companies should: 1. Have strong company’s value and culture, 2. be 
known, 3. Fulfil the psychological contract and 4. Differentiate from competitors.  
The second working question investigated "what are the expectations of IT and 
Engineering students' future work". To answer this working question a survey was 
chosen as a working method. IT and Engineering students in the last years of their 
studies were chosen as the respondents for the survey. It is considered that those 
students are a new wave of labor force and companies attempt to attract them. The aim 
of the survey was to identify what is valuable to the employees (current or potential) 
from that particular area; what their expectations about the future work are and which 
channels are they using in order to engage with the company.  According to the results 
of the survey, it can be argued that reputation of the company, friendly working 
environment, possibility to participate in interesting projects, and, of course, financial 
benefit are the factors which the company should take into consideration to build a 
strong employer brand. Social media and networking are effective channels to get in 
touch with the targeted group of the company.  
Finally, after combining results from cases study and survey, the suggestions 
were made for GAN Integrity Solutions. Finally, after combining results from cases 
study and survey, the suggestions were made for GAN Integrity Solutions. The 
researchers investigates three successful employer brands (Google, Apple, Microsoft) 
and learned how company externally could be presented as "a good place to work". 
Some of those practices, which not require to have a high budget, were proposed to 
GAN Integrity Solutions. The results from the survey also were taken into 
consideration.  
 With the examples of three successful employer brands and knowledge from the 
survey, the researchers of this paper suggested that GAN Integrity Solutions should 
make its employer brand message clear and targeted, increase awareness about the 
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company, communicate its employer value proposition, and use its consumer brand as 
an alternative to understand the employer brand.  
 
8. Suggestions for the future research  
 
This section will discuss the limitations of the paper and how it could be solved 
in the future researches.  
Even though mixed method technique was used to answer problem formulation 
question, the current study has several limitations which could be improved in the future 
research.  
First, after the survey was conducted, the researchers of the paper figured out 
that IT and Engineering students prefer to work in places which have good image, 
opportunities to gain new knowledge, and friendly atmosphere at work. However, some 
of the answers in the online survey were not clear.  For example, explanations of the 
preference of the particular company: "I think company has a lot to offer". In the future 
research those results can be improved by choosing face to face (in person) interviews 
as a research method. In this way, the researchers have a possibility to ask specify the 
answers, therefore, collected data can be more accurate. Also, the problem with the 
open questions (where participants are not explaining enough or leaving empty space) 
can be solved.  
On the other hand, too long online survey is not keeping focus of the 
participants. For that reason, face to face interviews are an option which allows asking 
more questions. It can be relevant in the future research to ask about a company were 
participants would not like to work for and why. The answers would let to understand 
negative side of employer brand and how it could be controlled.  
Secondly, face to face interviews have limited sample size. It also requires a lot 
of time to conduct interviews and a staff of the people who would interview the 
participants. As an alternative the questionnaires conducted in the laboratory can be 
suggested in the future research. 
Thirdly, it can be segmented different sample of potential employees. The 
researchers of this paper chose IT and Engineering students as a new wave of the labor 
force in a sense that it is strategically important to attract those new talents. However, in 
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the future research it can be investigated how age and work experience influence 
expectations about working place and how values of work and personal life are 
changing during the period of time. The participants of this research typically have 
limited work experience; therefore, the suggested sample can provide broader 
understanding of what it is important for the employees in the IT sector.  
Fourthly, this same research can be conducted among the students which are or 
will be working in different industry area. Further research has to be done in order to 
see whether general employer branding theories can be applied to companies operating 
in different industries. There is an assumption that even though different targeted groups 
can have different preferences and reasoning when they are choosing an employer, the 
same main steps of the employer branding should be successful in all areas.  
Finally, the future research can be done in investigating internal employer 
branding. If employer branding influences what potential employees believe and think 
about the company, it is logical to assume that similar influence will be on the current 
employees. It is relevant to investigate how employer branding works inside the 
company. Especially taking into consideration, that organizational identity and current 
employees’ commitment to the company is very important to the success of the 
company and overall employer brand.  
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10. APPENDIX 
The Cases: 
 
1. Google 
Google Inc. is an American multinational technology company based in 
Mountain View, California that specializes in Internet-related services and products. Its 
products include online advertising technologies, search, cloud computing, and 
software. Most of its profits are derived from AdWords, an online advertising service 
that places advertising near the list of search results (Vise, 2005). By October 2015 
Google had 59.976 employees worldwide. Its total revenue in 2014 was US $66.001 
billion with a net income of US$14.444 billion (Google Inc., 2014). It was founded by 
Larry Page and Sergey Brin in 1998 in California, the former is the current CEO. 
Google has been eight consecutive years in Forbes’ best companies to work rank 
list, being first in 2007, 2008, 2012, 2014 and 2015. The results are based on 
employees’ responses to management's credibility, job satisfaction, camaraderie, pay 
and benefit programs, hiring practices, methods of internal communication, training, 
recognition programs, and diversity efforts (FORBES, 2015). 
Mission:  
Google’s mission is to organize the world’s information and make it universally 
accessible and useful (Google Inc., 2015). 
Culture: 
In its website, Google states that the human talent is what represent the most 
important asset for the organization.  Therefore, Google wants to keep an open culture 
in which everyone is willing to contribute and are confortable sharing ideas and 
thoughts. The company has weekly group meetings, where employees ask executives 
about any problem of the company. Its offices and café are designed to foster 
interactions among employees, as well as to allow its employees to develop their 
interests that range from cycling to beekeeping and from frisbee to foxtrot. Thus, it is 
not only possible to talk about work but also to play (Google Inc., 2015).  
 
Values or Beliefs: 
 Focus on the user, the rest comes alone. 
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 Rush for surpassing. 
 Fast is better than slow. 
 Democracy is a good way to govern the web. 
 There is no need to be on the desk to get an answer. 
 You can get money without doing evil. 
 There is always more information to discover. 
 The need for information goes beyond all the frontiers. 
 No need to suit up to be formal. 
 Great is not enough. 
 
Most common job position: 
Software engineer (Bryant, 2013). 
 Average Salary: US $88.807-138.254 
 Average Bonuses: US $5.010-24.754 
 Profit Disbursement: US $1.007-40.851 
 
Recruiting: 
The company assures to hire based on talent rather than experience (Google Inc., 
2015). Google’s Senior Vice President of People Operations Laszlo Bock explains that 
Google doesn’t even ask for GPA or test scores from candidates anymore because they 
don’t correlate at all with success at the company. “Academic environments are 
artificial environments. While in school, people are trained to give specific answers” 
Bock says. “You want people who like figuring out stuff where there is no obvious 
answer” (Bryant, 2013).  
On the other hand 36% of the employees apply for a job online, 25% do it 
through a referral and 24% through a recruiter (Glassdoor Inc., 2015).  
Benefits:  
The company provides on-site physicians and nurses, medical services and 
health care coverage help; travel insurance and emergency assistance - even on personal 
vacations- for employees and their families; reimbursement for classes or degree 
programs that help employees with what they do; employees also get legal advice at no 
cost and, in the US, common legal services are at a generous group discount (Google 
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Inc., 2015). Google’s various offices and campuses around the world reflect the 
company’s philosophy, which is “to create the happiest, most productive workplace in 
the world” according to Jordan Newman, Google spokesman (Steward, 2013). Google 
also uses a policy often called Innovation Time Off, where Google engineers are 
encouraged to spend 20% of their work time on projects that interest them (Mediratta, 
2007). 
 
Employer Message: 
“Do cool things that matter” (Google Inc., 2015). 
Communication: 
Google communicates its value preposition through news coverage ((CBS 
Interactive Inc. , 2013) (Steward, 2013)), its profile ‘Life at Google’ in its own platform 
Google Plus (Google Plus, 2015), a section ‘Life at Google’ in its website (Google Inc., 
2015) and also through Hollywood with the movie “The Interview”. In its Linked In 
profile the company has over 3,7 million followers and 78.000 registered employees.  
The company also uses accounts in Facebook and Twitter with the name ‘Life at 
Google’. 
Opinions about the company: 
The job portal Glassdoor, which holds a growing database of more than 8 
million company reviews, CEO approval ratings, salary reports, interview reviews and 
questions, benefits reviews, office photos and more, reported that 91% of Google’s 
employees would recommend the company to their friends, 96% approve the current 
CEO. The results are taken from reviews of more than 4.400 employees at Google. 
From a scale of 1 to 5, employees ranked Google’s benefits with 4,6 and their reviews 
were mostly about Free lunch/snacks, Health insurance and the 401k plan (Glassdoor 
Inc., 2015). Some of the reviews are: 
Source  Opinion  
Glassdoor  Amazing company 
Terrific  
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The best place I've worked and also the 
most demanding. 
Great balance between big-company 
security and fun, fast-moving projects. 
Moving at the speed of light, burn out is 
inevitable. 
Good internship experience. 
It is all true. 
 
 
 
2.  Apple 
Apple Inc. is a multinational technology company with headquarters in 
Cupertino, California. The company designs consumer electronics, online services and 
computer software. Besides designing they are also developing and selling their 
products. The most popular products are Mac book, iPod and iPhone but there are many 
more. As of July 2015 Apple hired 115.000 employees from different parts of the world.  
In 2014 their total revenue was 233.715 billion US$ and a net income reached 53.394 
billion US$ (Apple Inc., 2014). The company was founded in 1976 by Steve Jobs, Steve 
Wozniak and Ronald Wayne. Current CEO of the company is Tim Cook.  
Mission: 
 "To make a contribution to the world by making tools for the mind that advance 
humankind." By Steve Jobs (Rowland, 2015). 
We found education as one of their core values and they show their commitment 
by running educational programs at schools and active engagement in CSR. All the 
actions that the company is taking are described in detail at their website. 
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Culture:  
Innovation is the very important for Apple, and it should be very important for 
their employees. They are integrated into company's culture. The most important 
features in the Apple's organizational culture are: top-notch excellence, innovation, 
creativity, moderate combativeness, privacy and secrecy (Mayer, 2015). The latter is 
what separates Apple’s culture from other firms “Apple engineers, even senior 
engineers, have no idea what a final Apple product will look like until it is launched. 
The people who work on the software have no idea what the hardware is like, and the 
hardware guys have no idea of the software” (Hattersley, 2015). This secrecy doesn't 
just affect employees, but also their friends and spouses, who must not know for any 
reason about the projects development. 
Apple is also well known as the company who is hiring best of the best workers 
so excellence is critical. Steve Jobs used to put a lot of attention on it and challenged his 
employees from time to time to check if they didn't lose their drive (Apple Inc. , 2015). 
Nowadays, Apple keeps its teams small, which enables small teams to have a 
remarkable degree of independence. Apple is thus capable of acting like a small start-up 
company when it feels that is appropriate. (Hattersley, 2015). 
In the employee recruiting video made by Apple in 2012 you can listen to 
employees from different departments and different positions talking about who should 
working in the company and how to work environment look like. In their monologs, 
employees are using the word "we" to create the sense of strong community. Apple 
wants their employees to feel special and chosen. It wants them to have a drive to 
change the world (Apple Inc., 2012) 
Values: 
 Environment 
 Supplier Responsibility  
 Accessibility 
 Privacy  
 Inclusion and Diversity 
 Education 
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Common job positions (Glassdoor, 2015 (1)) 
Mac Specialist- 13$ per hour 
Specialist 14,77$ per hour 
Software Engineer 122,026$ per hour 
Recruiting: 
 "You don't come to Apple unless you are really good at what you do. The reason 
you are hired is because you are at the top of your field or you have a potential to be at 
the top" - Luciana, HR (Apple Inc., 2012). On the companies official web side there is a 
tag Job opportunities. First sentence showing up at the screen is "Do your life's best 
work here with the whole world watching" (Apple Inc. , 2015). 
 According to Glassdoor.com 65% respondents described interview experience as 
positive, 20% as neutral and 13 % as negative. Interview difficulty level was marked as 
average. 55% of respondents applied online for a job, 14% through employee referral 
and 9% through campus recruiting (Glassdoor.com, 2015). 
  One of the companies values is inclusion and diversity. They believe that it 
sparks innovation. In the past year company hired 35 % of woman, 19% Asian, 13% 
Hispanic and 11% black employees (Apple Inc. , 2015). 
Benefits: 
 Company provides different kinds of benefits. In the group of health we can find 
different kinds of insurance (health, dental, life, vision) and health saving account. 
Employees are offered a retirement plan, employee stock purchase plan and different 
stock options. For work life balance employees get maternity and paternity leave, 
family medical leave and work from home. The most valuable benefits for its American 
employees are employee discount, health insurance and 401K plan (investment options) 
(Glassdoor, 2015 (1)). 
Employer Message:  
“Do your life’s best work here. With the whole world watching” (Apple Inc. , 2015).   
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Communication:  
 Apple took a different approach to employer branding than other brands. Even 
though they are known worldwide, they are not active on most of the social media. 
Apart from the Facebook fan pages for iTunes or App Store, the company doesn't have 
an official page on Facebook, Twitter and Instagram.  However, the new CEO Tim 
Cook is active on Twitter with around 1.5 million followers and the company has a 
LinkedIn profile with over 2.7 million followers and 111.483 employees registered. 
There, Apple communicates new job openings.  
On the other hand, Steve Jobs’ reputation and his speeches serve the company to 
communicate its way of doing things (Bercovivi, 2014). Because of Apple has always 
been identified with Steve Jobs, who has inspired people, two movies about him were 
created and play a big role in company's employer branding. The company also created 
the "Think Different" campaign which was one of the most successful marketing 
campaigns worldwide (Clear HR Consulting, 2012).  
Before, Apple was using a communication model called "single narrator", which 
means that the company was speaking to their potential and existing employees via the 
CEO. Now the company speaks in multiple voices, being represented by employees 
from different departments and being part of different discussions (Clear HR 
Consulting, 2012) 
Opinions about the company:  
 According to Glassdoor 82% of the respondents would recommend to work in 
Apple to a friend and 95% approve the recent CEO. Current and former employees 
posted their reviews on the glassdoor webpage and generally they are proud of working 
for Apple. Among many opinions about the company there are good ones but also 
critical ones like (Glassdoor.com, 2015):   
Source Opinion 
Valleywag Apple sounds like a terrible place to work. 
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Glassdoor  One of the best Silicon Valleys at present. 
The company is amazing. 
ZERO ZERO ZERO work/life balance. 
Company genuinely cares about you. 
I wanted to work at Apple really bad, and 
now not so much- Medium. 
Brilliant people, brilliant products. 
Exceptional leadership. 
 
 
3. Miccrosoft  
Microsoft Corp. is a global technology company headquartered in Redmond, 
Washington, and having its offices all over the world. Microsoft operates in gaming and 
mobile phone, personal computer software systems and applications markets. The most 
popular products are Bing, Cloud Computing, Internet Explorer, Lumia, Microsoft 
Accessories, MSN, Skype, Windows, Window Phone, Xbox & Kinect. By September 
2014 Microsoft had 128.135 employees worldwide. In 2014 its net revenue was 86.83 
billion US$ with a net income 22.07 billion US$. It was founded in 1975 by Bill Gates 
and Paul G. Allen. Current Chief Executive Officer is Satya Nadella. He was named 
CEO in 2014 (Microsoft, Annual Report, 2014). 
The company has received for the first time in the 15-year history, the Global 
Randstad Award for 2015, an independent employer branding survey that identifies the 
most attractive employers among thousands of companies. The survey collected the 
opinions of more than 225,000 respondents in 23 countries and measures where IT 
professionals most want to work (Patrizio, 2015). 
 
Mission:  
The mission of Microsoft is “Empower every person and every organization on 
the planet to achieve more”. In this statement empowerment means that Microsoft, 
since its founding, wants to create things which could help other individuals or 
companies make things (Microsoft, Annual Report 2015, 2015).  
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Culture: 
Microsoft values diversity (gender, religion, age) and inclusion in its work 
culture, therefore it seeks to integrate them at all levels by creating Employee Resource 
Groups (ERG) and Employee Networks (EN) as well as by providing career 
development and support opportunities (scholarship programs, training courses), 
mentoring programs, community participation, product input and cultural awareness 
workshops (Microsoft, Global Diversity and Inclusion , 2014). 
The new CEO Satya Nadella argues that diverse skills, experiences, and 
backgrounds are the key factors of success.  
Values:  
Microsoft as a company values integrity and honesty. Integrity of its products, 
teamwork and honesty with the costumers, with and between employees inside the 
company. Microsoft also argues that passion and big challenges drive company to 
empower every person to achieve more. Furthermore, company asks its employees to be 
open and respectful, self - critical. The last but not the least value is accountability.  
 
Common job positions with the average of salary  
 Salary Bonus  Profit 
Disbursement  
Software Engineer  $85.018-$127.691 $4.865 – $19.956 $873 – $10.391 
Software 
Development 
Engineer  
$95.910 – $126.636  $6.061 – $15.217  $618 –$ 19.392  
Senior software 
Engineer  
$98.986 – $154.320  $9.810– $20.606  $1.515 – $17.444  
 
Source: (PayScale, 2015) 
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Recruitment:  
Microsoft states that now it seeks to attract and recruit a new generation of 
talents, for this purpose company invests a lot of time and money: it provides 
scholarships, has training schools, attending career fairs   (Mossevelde, 2015). 
Based on information provided by Glassdoor.com 64% respondents described 
job interview experience as positive, 23% as neutral and 11% had negative experience. 
Job interview level was described as little above average. People are getting an 
interview mostly due campus recruiting (38%), 22% of the respondents applied online 
and for 15% the job interview offered recruiter (Glaasdoor, 2015). The high present of 
campus recruitment highlights the current strategy of Microsoft – to attract a new 
generation of talents.  
Benefits: 
Microsoft understands that benefits are important in a choice of employer so it 
provides many industry – leading benefits: vision and dental care; physician house call 
(in the Seattle area doctors can come to employee, 24 hours a day); 401 (k) plan; 
employee stock purchase plan; campus social hub which includes SPA, bank, mail 
center and different restaurants; sport fields to play basketball, soccer or cricket; social 
clubs; discounts. Besides, based on individual performance, Microsoft offers 
competitive salary, bonuses and profit disbursement (Microsoft, Benefits and perks , 
2015) 
Employer brand message:  
“Empower your future” (Microsoft, 2015).   
Communication:  
Microsoft communicates its employer value preposition and job attributes 
through social media. The company is active user of social media with profiles in all the 
biggest social networks: Facebook, YouTube, LinkedIn, and Twitter. YouTube is 
valuable tool to visualize working culture in Microsoft. The channel Working at 
Microsoft is only orientated to introduce that culture, spread employer branding 
message outside and show what is it like to work in Microsoft. The rest of the social 
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networks are used to provide information about job opportunities, events and 
conferences where the company is participating, to emphasize company’s culture and 
values. Information in all profiles and blogs is continually updated. The company also 
has its own website careers.microsoft.com with all relevant information.  
Opinion about the company:  
According to comments in different social media channels, Microsoft 
Corporation is perceived mostly as a dream place to work with many smart people 
working there, and makes parents to be proud of their children: “We are very proud of 
Microsoft. Because our daughter is happy that the working atmosphere is very good.”  
(Comment was taken from Microsoft careers in Facebook, 2015). According to 
Glassdoor 82% of employees would recommend this company to a friend and 90% 
approve CEO of the company. However, nothing is perfect and some negative opinions 
can be found in social media: “What is the worst thing about working at Microsoft?” – 
Forbes. There are more opinions about the company in the table. 
 
Source  Opinion  
Network World  From worst to first: Microsoft named the 
most wanted place to work. 
Glassdoor  It is a great place to work with smart 
people all around you. 
Always learning, challenging, yet exciting. 
Used to have a bad review system but now 
it is changing with new CEO. 
Work - life balance is well managed on 
most teams. 
YouTube My dream is to work in Microsoft.  
One day I will be the one sharing a day in 
my life as a former Microsoft programmer. 
 
 
  Roskilde University 
January 2016 
 
 
 
65 
 
Results of the survey  
 
Graph 1 Age of the respondents (Source: self- reported data with the use of Tableau 
analysis) 
 
 
 
Graph 2 Year of studies (Source: self- reported data with the use of Tableau analysis)  
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Graph 3 Year of the study and age of the respondents (Source: self- reported data with 
the use of Tableau analysis) 
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Graph 4 Field of study of the respondents (Source: self- reported data with the use of 
Tableau analysis) 
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Graph 5 Employment situation of the respondents (Source: self- reported data with the 
use of Tableau analysis) 
 
Graph 6 Preferred type of employer (Source: self- reported data with the use of Tableau 
analysis) 
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Graph 7 Organizations respondents would like to work for; first priority (Source: self- 
reported data with the use of Tableau analysis) 
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Graph 8 Organizations respondents would like to work for; second priority (Source: 
self- reported data with the use of Tableau analysis) 
 
Graph 9 Organizations respondents would like to work for; third priority (Source: self- 
reported data with the use of Tableau analysis) 
.  
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Table 1 Reasons why respondents chose their favorite employer; first priority (Source: 
self- reported data with the use of SurveyMonkey.com) 
Company 1:  Why? 
Microsoft  Interesting projects and well paid  
Movie start planet  creative tasks and work environment  
Nordea Bank  high salary  
Samsung  Many career opportunities  
Novo Nordisk  it is big and well known  
Cowi it has a good reputation  
Facebook I think this company has a lot to offer  
Bank  job security, high salary  
DONG energy  famous company, ensure workplace (don't fire people too 
often) 
Maersk  Challenging tasks  
Zmags  One of the best teams  
COWI popular in DK 
Microsoft everybody want to work there  
Novo Nordisk  Interestig projects  
CSC  Well known company with many opportunities to improve  
SAP many opportunities for the career  
Microsoft  it has a good reputation  
Lego  Creative environment  
Zmags  Very good work environment and professional team  
Novonordisk  they have cool cariers plans  
Google research and inovation 
Mozilla Because I know they work strongly with business intelligence 
Gamma Media Very good employement 
Novo Nordisk  Because it is well known and big 
Siemens worldwide recognition, expect good working environment 
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Graph 10 Reasons why respondents chose their favorite employer; second priority 
(Source: self- reported data with the use of Tableau analysis) 
 
 
Graph 11 Reasons why respondents chose their favorite employer; second priority 
(Source: self- reported data with the use of Tableau analysis) 
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Graph 12 Reasons why respondents chose their favorite employer; third priority 
(Source: self- reported data with the use of Tableau analysis) 
 
Graph 13 Places where respondents look for information about their favorite employers 
(Source: self- reported data with the use of Tableau analysis) 
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Graph 14 Places where respondents look for job (Source: self- reported data with the 
use of Tableau analysis) 
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Table 2 Life values arranged in order where 5- most important and 1- least important 
(Source: self- reported data with the use of SurveyMonkey.com) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Answer Options 1 2 3 4 5 
Family  23 2 7 4 9 
Love 11 16 5 4 5 
Work 9 13 7 5 4 
Money  2 8 13 8 6 
Friendship 9 7 11 13 4 
Loyalty 1 4 6 7 7 
Honesty  3 0 5 4 7 
Happiness 3 11 8 8 7 
Knowleadge and development 7 7 14 13 5 
Safety 4 4 1 4 2 
Joy and satisfaction  9 5 2 9 15 
Faith  0 0 3 2 3 
Honor 1 3 1 2 7 
Empathy and understanding 2 4 1 1 3 
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Graphs 15 Order of relevance of the most mentioned life values by the respondents (5 
most important to 1 least important). (Source: self- reported data with the use of 
Tableau analysis) 
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Content of the Survey:  
 
Thank you for your willingness to participate in our study. 
 
By answering this questionnaire you would help us to understand the preferences of 
employer in the IT sector. This sector is currently facing a shortage of skilled labor in 
Denmark, therefore your input will be very important to analyze and propose a strategy 
for companies in this industry to overcome this challenge. 
 
This survey consists of a few questions, which should take no longer than 4 min. 
Participation in the survey is voluntary. It is anonymous and the results will be used 
exclusively for research purposes. 
 
1. Age: 
........................................................................................................... 
 
2. Gender: 
 
o Female  
o Male  
 
4. Year of the studies? 
 
o 1st year of bachelor 
o 2nd year of bachelor 
o 3rd year of bachelor 
o 1st year of master 
o 2nd year of master 
o Other ( please specify) 
............................................................................................................................. 
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5. What do you study? 
 
o IT 
o Engineering 
o Other ( please specify) 
............................................................................................................................. 
 
6. Are you currently employed in the IT sector? 
 
o no 
o yes- I am working in the IT sector for  less than one year  
o yes- I am working in the IT sector for more than one year  
 
7. Preferred future place of work: 
 
o micro or small enterprise (10 -50 employees) 
o medium size enterprise ( up to 250 employees) 
o macro enterprise/international corporation ( 250- 1000 employees) 
o self employed 
 
8. Where do you look for a job? 
 
o facebook 
o linkedIN 
o internet/ job portals 
o among friends (network) 
o newspapers 
o company website 
o Other (please specify) 
................................................................................................................................. 
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8. Who is your ideal employer? The organization you would like to work for the most 
and why? ( please state at least 1 company) 
 
Company 1:  
Why? 
Company 2: 
Why? 
Company 3: 
Why? 
 
9. Where do you look for the information about your dream companies? 
 
o I am following them on social media 
o I am reading their blog 
o I am checking their website 
o I know people who work there 
o Other (please specify) 
................................................................................................................................. 
 
9. Choose from the list the 5 most important values in your life: 
 
o Family 
o Love 
o Work 
o Money 
o Friendship 
o Loyalty 
o Honesty 
o Happiness 
o Knowleadge and development 
o Safety 
o Joy and satisfaction 
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o Faith 
o Honor 
o Empathy and understanding 
 
10. Arrange values you have chosen in order (from 5- the most important to 1- the least 
important). 
 
5. 
4. 
3. 
2. 
1. 
 
11. Choose the 5 most important factors of your future work. 
 
o regular income 
o friendly atmosphere at work 
o work- life balance 
o gaining new knowledge 
o prospects of promotion to a managerial position 
o the opportunity to participate in important and interesting 
o projects 
o freedom at work 
o impact on what is happening in the company 
o work in a young dynamic team 
o flexible working hours 
o clearly defined career path 
o possibility of creating new ideas and implement changes 
o good image of the employer 
o professional independence 
o new challenges 
o access to modern technologies 
o possibility of working abroad 
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o contacts with people of different nationalities 
 
12. Arrange in order the most important factors you have chosen ( from 5- the most 
important to 1- the least important). 
 
5. 
4. 
3. 
2. 
1. 
 
13. Choose the 5 most important work benefits from the list below. 
 
o company car 
o additional medical care 
o financing vacation 
o training and recreational trips 
o mobile phone 
o laptop 
o additional insurance 
o additional days of paid leave 
o integration events 
o credit card 
o financing training 
o money bonuses 
o Other (please specify) 
................................................................................................................................. 
 
14. Arrange the most important work benefits you have chosen in order ( from 5- the 
most important to 1-* the least important). 
 
5. 
4. 
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3. 
2. 
1. 
 
15. Have you heard about GAN Integrity Solutions? 
  
o yes 
o no  
If yes: Where have you heard about them? 
.............................................................................................. 
 
Thank you very much for participating in our survey. 
 
The answers will be used for academic purpose only. If you are interested in results of 
our study please feel free to contact us. 
